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Abstract

This study examines howgobal luxury brands adapt their Instagram marketing strategies othe auturd context of the UAE.
Focusing onLouis Vuitton, Chanel, Gucci, Dior, Cartier, and Rolex, the research investigates how
these brands localize Instagram content oalign with locd culture. Grounded in theories dfglobal marketing loclization, luxury
brand dynamics, and sodal media engagement, the study employs qualitative content analysis and
thematic analysis, supplemented by engagement metrics (likes and comments). Findings aim tocontribute
academic literature and offer practical insights for luxury brand marketers operatingin the UAE market.



CHAPTER 1

Introduction: The Digital Shift in Luxury Marketing

The rapid evolution of digital technologies has transformed howbusinesses engage gobal customers. Instagram has Why the UAE?
emerged as aaitical marketing instrument for luxury fashion and accessories, given its emphasis onaesthetic

appeal (Kaplan and Haenlein, 2010). Global kaary retal hub Hgh

purchasing power Diverse
Luxury brands traditionaly relied anfashion shows, print ads, and exclusive events. Today, they must balance

accessibility with exclusivity in digital spaces —maintaining prestige while engaging broader
audiences (Kapferer and Bastien, 2012). SEE
Blend dfmodem and traditiordl values Miajor events: Dubai

consumer base Strong tourism

The UAE is one dfthe world's largest luxury markets, with Dubai and Abu Dhabi as global hubs atfrading localand
intemational consumers. Its blend doontemporary and traditiordl values makes aturd sensitivity essential for any

Shopping Festival

marketing strategy.




CHAPTER 2

Literature Review: Key Themes

.1 >

Standardization vs. Localization Luxury Branding in the Digital Era
Levitt (1983) argued forgobal convergence; Kotler & Keller (2016) identified glocalization — Luxury brands derive value from symbolic meaning and exclusivity (Kapferer and Bastien, 2012).
combining both — as the optimal strategy. Cultural, religious, and sodial fadtors require adaptation, Instagram's visual storytelling enables emational connediion while risking overexposure that
especially in markets like the UAE. dilutes exdusivity (Kapferer, 2015).
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~ Social Media Engagement

Godey et al. (2016) found social media marketing shapes consumer attitudes and brand equity. Key Okazaki & Taylor (2013) show localzation alows brands Dalign communication with autura values.
success elements include interactivity, personalization, and wad of mouth. Engagement metrics In the UAE, thisincludes Arabic architecture, desert imagery, tradiiondl dothing and Ramadan
(likes, comments) serve as proxies forconsumer response. symbolism.
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GESEARCH GAP )
What the Literature Is Missing
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Geographic Gap Platform Gap

Most sodial media and luxury brand studies focus an
Westem markets. Very litte research addresses
the Middle East, specifically the UAE.

Existing literature discusses sodal media strategy
broadly, but lacks foousanInstagram-

specific localization for luwary brands.

Multi-Brand Gap

Academic literature predominantly examines individual brands in isolation. This study compares six
brands simultaneously in one region.




CHAPTERS 3& 4

Research Questions & Objectives

Research Questions Research Objectives

a How b intermationdl luxury brands localize their Instagram content using UAE culture? % Investigate how luury brands adapt Instagram feeds oreflect UAE culture

Analyze Instagram campaigns tied DUAE events like the Dubai Shopping Festival

e How db luxury brands leverage regional events like the Dubai Shopping Festival an %

Instagram? Apply social media engagement metrics bgauge audience involvement with localized

content

3 Howdo UAE-based consumers respond bluxury brands' localized Instagram

content?



CHAPTER 5

Methodology

Philosophy & Design

Interpretivist phiosophy — focused an meanings, symbols, ad
contextin sodal settings (Saunders et al, 2019).

Qualitative exploratory design using Content Analysis and
Thematic Analysis (Krippendorff, 2018;Braun & Clarke, 2006).

Unit of Analysis

Individual Instagram posts, evaluated on: visual component, caption,

adiurd elements, and engagement metrics.

Brand Selection

_

Data Collection

Purposive sampling § 10-15 posts per brand (60-9 toid) selected fr UAE auturd elements, regord events, ad
high engagement. Deia recorded in Excel: brand, date, caption, likes, comments, aitud elements.



CHAPTER 5—ANALYSIS

Data Analysis: Content, Thematic & Coding

O

Content Thematic Coding
Analysis Analysis Process

The iterative aoding process refined sub-codes as pattems emerged —forexample, adtiurd elements were subdivided into desert imagery, modest fashion, and Arab aesthetics. Engagement metrics (likes and

comments) served as quantifiable proxies forconsumer response, enabling cross-brand comparison.



CHAPTER 8

Instagram Dataset Overview (2026)

\_

Brand Date Theme Likes Comments Engagement Cultural Event
% Code

Cartier 18Feb 2026 Ramadan 890,000 6,000 6.40 Arabic Ramadan
Collection

Chanel 18Dec 2026 Global Post 640,000 3,100 1.07 None None

Gucci MBFeb 2026 Ramadan 510,000 2,800 3.94 Event DSF
Campaign

Dior 26Feb 2026 Ramadan 1,320,000 8,400 2.95 Islamic Ramadan
Campaign

Rolex 19Jan 2026 Produc:Post 970,000 6,100 1.87 None None

Louis Vuitton 25Feb 2026 Desert 1,150,000 7,800 2.10 Desert Ramadan
Campaign

Posts tied b adirdly significant events (e.g., Ramadan) consistently show higher engagement rates. Cartier leads with 6.40% engagement — demonstrating et content relevance outweighs raw flower
count. Source: Instagram (2026).




Engagement Analysis: Likes & Total Interactions

Likes per Post Total Interactions (Likes + Comments)

1e6 Figure 6.2: Total Interactions (Likes + Comments)

Likes per post
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Dior Gucci Louis Vuitton Chanel Cartier Rolex
Brand

Dior leads todinteractions (~1.25M), falowed by Louis Vuitton (~1.15M). Rolex (~0.5M1) and Chanel
(~0.65M) show the lowest totaks, - confirming thet culturaly localized posts drive deeper consumer

Dior (24%) and Louis Witton (21%) lead in likes, driven by auturally - localized Ramadan campaigns. engagement.

Chanel (12%) and Rolex (9%) —with standardized gobal content — tral significantly.



Engagement Rate & Brand Comparison

Engagement Rate (%)

Dior

M Gucci
Louis Vuitton
R M Chanel

Cartier

/ Rolex

Engagement Rate = St 100

Followers

The engagement rate normalizes performance across brands with different folower counts. Cartier's 6.40%
rate — despite lower absolute likes then Dior
— demonstrates teta highly engaged, auturdly resonant audience outperforms sheer reach.

Brand

Cartier

Dior

Louis Vuitton

Gucci

Rolex

Chanel

Localization

High

High

High

High

Low

Low

Storytelling

High

High

High

High

Low

Medium

Engagement

Very High

High

High

High

Medium

Low




Visual Evidence: Dior & Louis Vuitton

Dior Ramadan Post —Nammos Dubai (2026) Louis Vuitton Desert Campaign — LV Mirage (2026)

W\
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Dior Tent

Nammos Dubaj

Warm desert dunes, modest fashion, luxury bags and perfumes in a UAE landscape. Ramadan
Features aglowing crescent moon, lantems, Arabic design motifs, and a luxury experiential . - -

f; dasa" dreflection." Coding: desert localzation, hi ling, hi nt
settingaNammaos Dubai. Coding: Islamic localization, Ramadan event, high storyteling, very high relerenced as a season dretiection et iaton, ign storytelig hign engagerme

— autud assimilation through environmental cues.
engagement.



Visual Evidence: Gucci & Chanel

Gucci Ramadan Campaign —Desert Collection (2026) Chanel Global Eyewear Campaign (2026)

GUCCI UNVEILS A SPECIAL
COLLECTION AND CAMPAIGN

FOR RAMADAN

Desert landscape a night, tradiiondl lantems, modest longdresses, and strong Gucci branding in aratud

O T e S T e e e e Close-up portraits on neutral backgrounds; product-focused with noauturd references ©UAE,

Ramadan, or regional events. Coding: no localization, no event, bw storytelling, strong brand identity, low
engagement —ilstating the limits of standardized global campaigns.

hybrid localization approach.



Visual Evidence: Cartier & Rolex

Cartier Ramadan Campaign — Middle East Collection Rolex Product Campaign — Global Luxury Watch (2026)
(2026)
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Cartier

Detailed watth close-ups, neutrd backgrounds, water reflections, wrist lifestyle shots. No citurd or regional
references. Coding: no localization, no event, low storyteling, strong brand identity, medium

Starry desert sky, crescent moon, Cartier bgpin Arabic calligraphy, Panther icon, and Dubai engagement —storgproductimage but limited bclresonance.

skyline. Coding: Islamic + desert localization,Ramadan, cinematic storyteling, very high engagement —

the highest engagement rate (6.40%) in the studly.




CHAPTER 8 —CODING

Coding Framework & Output

Post Localization Event Storytelling Brand Identity Engagement h
Cartier Ramadan Yes Ramadan High Strong Very High
Dior Ramadan Yes Ramadan High Strong High
LV Desert Yes Ramadan High Strong High
Gucci DSF Yes DSF High Strong High
Rolex Product No None Low Strong Medium
Chanel Global No None Low Strong Low
o J

(i) Adear pattem emerges: auturd localization + strong storyteling = high engagement. Brand identity remains strong across d brands regardless oflocalization strategy, but it aloneis insufficient odrive
consumer interadtion in the UAE market.



CHAPTER 8 —THEMES

Thematic Analysis: Five Key Themes

&

Cultural Localization as Engagement
Driver

Posts with desert imagery, modest fashion, and Arabic aesthetics

generated disproportionately  higher likes and comments. UAE users

engage more wih aituraly familiar content (Okazaki & Taybor,
2013).

88

Standardization vs. Localization

Chanel and Rolex's globalonly strategies yielded lower
engagement. Brands blending golal identity with locd culture —
glocalization — achieved the best results (Kotler &
Keller, 2016).

Event-Focused Marketing

Ramadan campaigns outperformed DSF and  non-event posts.
Ramadan's emotional, symbolic, and communal nature

provides luxury brands apowerful contextfor connection.

0

Engagement as Consumer Response
Indicator

Culturally taored, namrative-focused content  consistently generated
higher engagement.

While metrics don't capture ful psychological response, they reliably
indicate content

effectiveness and consumer preference.

Visual Storytelling & Emotional
Appeal

Lifestyle and aspirational narratives (LV, Dior, Gucci) outperformed
product-only posts (Rolex). Consumers engage with stories, not
just products (Athmd et al, 2019).



CHAPTERS 9& 10

Data Interpretation & Research Quality

Key Interpretation Reliability & Validity

Brands integrating cuiturally rich symbols — Ramadan imagery, Arabic design, desert aesthetics —and building content though Standardized coding scheme minimizes bias Multtiple code
brand storyteling achieved the highest engagement. Dior, Gucci, and Cartier exemplify this: their marketing classes applied consistently
creates enjoyable o experiences ratherten simply showcasing products.

Data sourced directly from offidal Instagram accounts

Chanel and Rolex, relying solely onglobl strategiies, atiracted fewer consumers. Louis Vuitton's mixed localzation approach yielded Codes grounded in Cuitural Localization Theory and Digital Engagement
moderate-tostrong results. The data confirms tetcultural adaptation and storytelling depth —matbrand literature

power alone — drive engagement within a glocalization framework.
= Ecological validity: real user-generated data




CHAPTERS 11& 12

Ethics & Limitations

Ethical Considerations

Al cHa sourced from publicly
available Instagram profiles —
roprivate arsensitive information

collected

\

/

Alimages andddaare correctly
cited; research is transparent and

unmanipulated

Limitations

\
Platform scope: Instagam only

—TikTok and YouTube exduded

J

No primary consumer data:
moativations, perceived value, and
attitudes not captured

~N

J

Analysis conducted trough objective
coding, not personalresearcher

perception

Alliterature referenced using the

Harvard System

Metrics gap: Purchase intertion
andbrand byaly nottradked via

likes/comments

Subjectivity: Visual codingamot
fuly eliminate interpretive bias

Geographic scope: UAE ony
—limits generalizability o  ather

markets

\




CHAPTER 13

Recommendations

Embrace Cultural Customization Prioritize Storytelling Over Adopt Glocalization

Use Ramadan imagery, Arabic design, and locd storyteling o Selling Maintain global brand identity while adapting olod cutture —
drive higher consumer interadtion in the UAE. Build emoational, immersive experiences rather ten Gucci and Louis Wition demonstrate this strategy’s
product-anly campaigns to deepen buyer-brand success.
relationships.

I

Leverage Key Events Use Digital Analytics

Capitalize anRamadan and the Dubai Shopping Festival as high-impact moments for cituraly Continuously measure and refine content strategy using engagement daiaboptimize

relevant campaigns. performance in diverse markets.




CHAPTER 14

Conclusion

‘ Cultural locaization is natoptional for luxury brands in the UAE — it is the key driver ofdigital engagement.

This study confirms tet luxury brands leveraging cultural, environmental, and symbolic elements —
particularly Ramadan imagery, Arabic aesthetics, and desert landscapes —achieve significantly higher Instagram
engagement then those relying on standardized gobal strategies.

A brand's name and prestige atratt atterttion, but they are insufficient alonefor engagement in localized cultures. The winning
formua combines cultural relevance

+ narrative storytelling within a gocization framework. Luxury marketers must shift from global uniformity
tonad aturdly intelligent, story-driven digital

strategies bremain competitive in the UAE and similar markets.

Core Finding

Brands with high localzation + high storytelling achieved the highest
engagement —regardless of foowercount.

Theoretical Contribution

Provides empirical support for gocalization theory (Kotler & Keller, 2016) and
auturd localization in digital marketing (Okazaki & Tayior, 2013).
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